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Executive Summary
Social Media is increasingly becoming prevalent and firms are increasingly adopting social media.
Managers are concerned about the value social media provides and how it can be used for competitive
advantage. The resource-based-view of a firm suggests that resources that are rare, valuable, imperfectly
imitable and non-substitutable can create sustained competitive advantage. This thesis uses the resource-
based view of the firm applied to five case studies of Wiki implementation and analyzes how social media
could create sustained competitive advantage.
The analysis in this thesis finds that social media can be used to enhance existing resources and
capabilities in a firm. These organizational capabilities are hard to imitate because of path dependency,
social complexity and causal ambiguity and thus provide the firm sustained competitive advantage. The
effective implementation of social media by a firm requires that it identify its core capabilities and
resources to enhance, identify the gap that exists between the needed capabilities and the capabilities the
firm possesses and then systematically embed social media in the daily routines and processes of the
organization. This can be done by adopting appropriate social media guidelines, training and policy
enforcement. Adopting social media by itself will not confer a firm sustained competitive advantage but
capabilities thus enhanced could confer a firm sustained competitive advantage.
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Abbreviations and technical terms
CCH Incorporated
CCH is a leading provider of information services, software and workflow tools for tax, accounting, legal
and business professionals.
DrKW - Dresdner, Kleinwort and Wasserstein
ENA - Enel North America
ENA was created from the purchase of CHI Energy by Enel SpA. Originally a subsidiary of Enel SpA,
ENA was later incorporated as a subsidiary of Enel Green Energy, a division of Enel SpA.
IT - Information Technology
In this thesis, I use the term IT to refer to both the Information Technology Unit within a firm and
technologies used to manage information in a digital form. Wherever I use Information Technology to
mean the unit of the firm, I will use the term department or division or unit succeeding the words
Information Technology.
OECD - Organisation for Economic Co-operation and Development
OECD is an organization seeking to provide a forum for governments to share experiences and work
together to seek solutions to common problems.
RSS - Really Simple Syndication
A push technology for news feeds or other similar feeds from websites to subscribers.
SAP AG
SAP AG is a large business software applications provider originally founded as a private in 1972 in
Germany and was called SAP Systemanalyse und Programmentwicklung ("System Analysis and Program
Development") but in 1976 was incorporated as a limited liability company and changed its name to SAP
GmbH Systeme, Anwendungen und Produkte in der Datenverarbeitung ("Systems, Applications, and
Products in Data Processing") and finally becoming a publicly traded company called SAP AG in 1988.
SaaS - Software-as-a-Service
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It is a software deployment model where by a provider delivers the software application to customers on-
demand as a service. Generally, the customer is not required to invest heavily in IT infrastructure thus
allowing for reduced investment costs and faster deployment.
SOA - Service Oriented Architecture
SOA is an IT architecture that allows different IT software systems to interoperate and integrate with each
other by exposing discrete functions from a large application as services. SOA commonly employs web
services as an underlying technology to implement services but other forms are possible.
SWOT - Strengths, Weaknesses, Opportunities and Threats framework
An analysis framework commonly used to determine a firm's strategy by looking at both internal and
external factors.
WYSIWYG - What You See Is What You Get
A term used to describe the ability of a software program to preview exactly while editing the appearance
of a user interface display element as it would appear when completed.
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1.0 Introduction
1.1 Motivation and Background
Social Media is increasingly becoming prominent in our personal and business lives. Facebook, in
July 2010, announced that it had crossed the 500 million membership mark which is more than the
population of US, Mexico and France combined (Ethan Zuckerman, 2010). Twitter claimed that its
membership has now crossed 120 million and Hunter, the Director of Product Management at YouTube
announced, through a blog post on Mar 17, 2010, that 24 hours of videos are being uploaded to YouTube
every minute (The Official YouTube Blog, 2010). YouTube, facebook, Second Life, Flickr, Twitter,
Wikipedia are all examples of Social Media and increasingly consumers are flocking to these sites.
eMarketer estimates that 57.5% of Internet users, or 127 million people, will use a social network at
least once a month in 2010 (Williamson, 2010). Additionally, eMarketer on August 16, 2010 reports that
in the US, $1.7 Billion will be spent on Social Network advertising this year which is about 6.7% of the
total online advertising market. Both consumers and firms seeking consumers are adopting Social
Networks at a fast pace.
Social Media is also not unique to the younger generation (18-34 years). According to eMarketer,
71% of adult internet users aged 35-44 also use Social Media such as blogs, microblogs, message boards,
comments left on articles, social network sites, and photo- and video- sharing sites.
In my last job, we experimented with Social Media by using Wiki as a tool to build our internal
knowledge repository. Wiki use took off very quickly by both IT and businesses. Although, I did not stay
on to find out how Social Media use benefited the firm, I was nevertheless interested in exploring Social
Media further. In Spring 2009, when I took Professor Eric von Hippel's course in User Centered
Innovation, I was introduced to innovation by engaging "lead users" through different novel means. Some
of the tools used to engage lead users were Social Media tools. For example, lead users wrote custom
firmware code to enable functionality of providing raw image within Canon digital cameras which the
company had refused to provide. The "lead users" were able to do this by interacting over the Internet
through discussion forums and blogs which is a form of Social Media. Some firms deliberately and
systematically engaged lead users, customers, partners and even employees (in the case of Red Hat)
through Social Media to create sustainable business models. These success stories have been
- 15 -
accumulating over time and have provided enough credence to the fact that Social Media cannot be
ignored by firms.
In Spring 2010, I took the course "Business Value from IT" taught by Dr. Jeanne Ross which
presented IT as a strategic choice rather than as a service. I also took the course Corporate Strategy which
focused on the Resource-Based View of the firm. The curiosity to explore Social Media and my new
found knowledge of the necessary frameworks now allowed me to systematically study Social Media
using the resource-based-view of the firm and understand how it could confer a firm sustained
competitive advantage.
1.2 Research Methodology and Organization of this Thesis
1.2.1 Research Methodology
In seeking to understand whether Social Media confers a firm with sustained competitive advantage, I
first try to understand strategic management frameworks and the resource-based view as applied to
Information Technology. I do this by reviewing previous literature including Porter's five forces, core
competence and resource-based-view of a firm.
I look at popular applications of Social Media specifically using Wiki which is a type of Social Media
and understand its impact on the firm's strategy. I then, analyze my findings using the frameworks listed
above to come to a conclusion.
1.2.2 Organization of this Thesis
The general scheme of the Thesis is literature review, followed by case studies and then analysis of
the case studies leading to a conclusion.
Chapter 2 defines the terms Social Media, Web 2.0 and User Generated Content used in this thesis.
Chapter 3 introduces previous literature regarding strategy and how firms gain competitive
advantage. It describes in brief Porter's five forces theory, core-competence theory and the resource-
based view of the firm. In this chapter, I also review literature discussing the strategic importance of IT
and how IT has created sustained competitive advantage and the resource-based-view of a firm as applied
to Information Technology.
Chapter 4 explores Social Media, specifically Wiki, use in five firms. I split these case studies into
two sections, two cases exploring Wiki use inside the firms, and three cases exploring Wiki use at the
-16-
interface of firm and users, customer and partner. I discuss the context surrounding the Wiki use, the
implementation of Wiki and its impact on the firm.
In Chapter 5, 1 present my discussion and analyze the case studies applying the resource-based-view
of the firm.
In Chapter 6, 1 present conclusions and implications.
- 17 -
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2.0 Definitions
Kaplan & Haenlein define Social Media as (Kaplan & Haenlein, 2010):
"Social Media is a group of Internet-based applications that build on the ideological and
technologicalfoundations of Web 2.0, and that allow the creation and exchange of User Generated
Content."
To understand Social Media, it is necessary to understand Web 2.0 and User Generated Content
(UGC).
Tim O'Reilly defined Web 2.0 as the business revolution which uses the internet as a platform and
builds applications that harnesses network effects to get better as more people use the application
(O'reilly, 2006). Some of the technology that enabled the creation of Web 2.0 are Really Simple
Syndication (RSS) a form of push technology, Adobe Flash used to stream audio and video and AJAX, a
technology that allows the update of a webpage without requiring the whole page to be refreshed. Web
2.0 technology enabled the creation of User Generated Content (UGC).
User Generated Content is defined by OECD as one that fulfils the following three conditions
(Kaplan & Haenlein, 2010):
1. needs to be published on a public site or on a social networking site accessible to a selected group
of people (excludes emails)
2. needs to show a certain amount of creative effort (excludes News papers posting the same articles
on the web)
3. needs to have been created outside of professional routines and practices (e.g. specific marketing
material).
For the purpose of this thesis, I use Kaplan and Haenlein's definition of Social Media which encompasses
Blogs, Wikis, Social Networking sites such as facebook, MySpace and virtual environments like Second
Life.
- 19 -
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3.0 Competitive Advantage: Previous Literature
Strategic Management focuses on understanding the sources of differential firm performance or the
competitive advantages of firms. Various frameworks have been used to analyze strategy. One such early
framework is the Strengths, Weaknesses, Opportunities and Threat (SWOT) analysis framework. SWOT
analysis looks at both internal and external factors and favorable and unfavorable factors. This analysis
framework was developed by Edmund Learned, C. Roland Christensen, Kenneth Andrews and others for
making decisions when time was short (Buchanan & 0 Connell, 2006).
A structured framework that analyzed the industry structure based on industrial organization
economics appeared when Porter, Professor at Harvard Business School, proposed the competitive Forces
theory. The industry structure view considers the industry as a unit of analysis and argues that a firm's
competitive advantage arises from its membership in an industry that is structurally favorable (Dyer &
Singh, 1998). The elements that characterize industry structure and create competitive disadvantages are
bargaining power of buyers and suppliers, threat of new entrants and the threat of substitution. Moreover,
Porter, 1990 argues that to effectively cope with the competition, it is important to deal with the
competitive forces and understand the underlying economics of the industry. For example, it is important
to understand the barriers to entry and the bargaining power of the suppliers. Knowledge of the
underlying sources of pressures provides a course for strategic action. Each of these forces provide for a
different reaction from the competition depending on the current state of the industry. For example, in
case of threat of a new entrant in an industry where the barriers are high, a sharp retaliation can be
expected from the entrenched firms (Porter, 1979).
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Barriers to Entry
-Economies of scale
-Product differentiation
-Brand identification
-Switching cost
-Access to distribution channels
-Capital requirements
-Access to latest technologies
-Experience & learning effects
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-industry protection
-Industry regulation
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-Foreign exchange
-Foreign ownership
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-Number of important buyers
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-Buyer's threat of backward integration
-Industry threat of forward integration
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-User's switching costs
-Substitute producer's profitability and
aggressiveness
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Figure 1 Forces governing competition in an industry (Porter, 1979) Source: (Hax, n.d.)
Once the underlying structure of the industry is analyzed, the strategist can identify the strength and
weakness of the firm and take strategic actions to gain competitive advantage. This can be done by
positioning the firm, influencing the balance of the forces and exploiting the changes in the industry
before opponents can recognize and take advantage of the firm (Porter, 1979).
Porter also describes the concept of "value chain" which is the disaggregated set of relevant activities
that a firm performs in order to seek competitive advantage and differentiation. The value chain
comprises primary and secondary activities (Porter, 1991) and can be compared to the resources of a firm
which provides the basis of differentiation from the competition.
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A contrasting view to the industry structure view is the concept of core competency (Collis &
Montgomery, 1995). Core competency focuses on the internal strengths and weakness of a firm. The core
competency of a firm is defined as the collective learning in an organization used to coordinate different
strategically relevant activities. Although the argument does not specify resources in terms of physical
assets, it mentions the core competency required to create "core products" (Prahalad & Hamel, 1990)
Core products differ from an end product in that the core product has more value. An example is of the
engine in a Honda car. The ability of Honda to manufacture the engine (the core product) allows it to
provide a quality end product like the Honda car. Core competency is also described as being deliberate
(strategic intent). An example of the strategic intent is described when comparing NEC and GTE. Both
telecom companies had the opportunity to make the leap in providing the next generation of technology
products. NEC constituted a Communications and Computing (C&C) committee to oversee development
of core products and competencies and carefully identified three interrelated streams of technology and
market evolution. NEC assessed that the future was digital circuits and that IC, VLSI and System
Integration competencies would be very critical to the success of their strategy. To develop these core
competencies, NEC entered into many strategic alliances to build competencies rapidly at low cost. Some
of the notable partnerships were with Honeywell and Bull. NEC managers internalized their partners'
skills thus building competency. NEC put in place coordination groups that cut across business units
ensuring a holistic view. Prahalad and Hammel term the organization put into place to achieve strategic
intent as the strategic architecture. By continuously investing and learning the skills needed to develop
digital circuits NEC was able to develop competencies which made it successful. GTE on the other hand
was unable to compete in the digital circuit markets.
Prahalad and Hammel argue that the loss of a core competency may not be immediately recognized
by a company just as Chrysler did not realize the loss of its engine development competency until it saw
the rise of its competitors. Just as Japanese companies internalized a lot of these core competencies in the
1990s, South Korean companies are repeating the internalization of core competencies and we continue to
see this in Samsung (Display Systems) and Hyundai (Engine).
Prahalad and Hammel characterize core competency as those that:
1. do not diminish with use
2. potentially provide access to a wide variety of markets,
3. make significant contribution towards a customer and
4. are difficult to imitate.
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Prahalad & Hamel further argue that core competencies take a long time to develop. Although core
competency is defined as the internalization of learning and the capabilities resulting in core products that
deliver value, implicit in this argument is the feedback mechanism from the competitive markets to the
firm that directs the firm to develop strategic intent and strategic architecture.
Internal Analysis External Analysis
Strengths Opportunities
Weaknesses Threats
Resource Based Environmental
Model Models of
Competitive
Advantage
Figure 2 The relationship between traditional "strengths-weaknesses-opportunities-threats" analysis, the resource
based model, and the models of industry attractiveness (Jay Barney, 1991).
Since the 1990s a new theory, Resource-Based View of a firm, grounded in economics has been put
forward (Collis & Montgomery, 1995). The central idea of Resource-Based View of a firm (RBV) is that
differential firm performance arises due to firm resource heterogeneity and immobility (Jay Barney,
1991). Firms accumulate resources that are valuable. Firms that accumulate resources that are valuable,
rare, non-substitutable and difficult to imitate could gain competitive advantage over the competition
(Dyer & Singh, 1998).
Even though RBV considers the firm as a unit of analysis, resources within the firm cannot be
evaluated in isolation because the value of these resources in the end product is ultimately decided by
market forces (Collis & Montgomery, 1995). Firm resources can be compared to the internal strength in
the SWOT analysis and "include all assets, capabilities, organizational processes, firm attributes,
information, knowledge etc. controlled by a firm that enable the firm to conceive of and implement
strategies that improve its efficiency and effectiveness"(Jay Barney, 1991). Resources as defined by
Barney, 1991 are:
- Physical technology (physical capital resources)
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- The tacit knowledge and skill of its workers, their relationship and insights (human capital
resources) and
- The formal reporting structure, the planning, controlling and coordinating systems
(Organizational capital resources)
Value
Rareness
Firm Resource Imperfect Imitability
Heterogeneity - History Dependent Sustained
- Causal Ambiguity CompetitiveFirm Resource - Social Complexity Advantage
Immobility Substitutability
Figure 3 The Relationship between Resource Heterogeneity and Immobility, value, Rareness, Imperfect Imitability,
and Substitutability, and Sustained Competitive Advantage (Jay Barney, 1991)
For a resource to be the source of competitive advantage it has to be valuable and rare. A competitor
trying to replicate a firm's resources could either look to duplicate those resources or use resources that
provide the same competitive advantage (substitutability) (J. B Barney, 1995). Barriers to replication
include historical dependence, causal ambiguity and social complexity.
Historical dependence of resources arises due to events that transpired during specific historical
conditions that cannot be staged again. The commonly cited example is the case of Caterpillar developing
a distribution and logistics network because it happened to be the vendor of choice for military supplies
during World-War I. Although not impossible to replicate, a firm would have to deploy significant
resources to duplicate this distribution network. Therefore, competitors of Caterpillar face significant
barriers in replicating the distribution network.
Causal ambiguity arises when competing firms are unable to determine the cause of competitive
advantages. Many resources by themselves or in combination with other resources can provide sustained
competitive advantage which may not be immediately obvious to managers. It may be difficult to pinpoint
which resource in combination with the other resources could provide a sustained competitive advantage.
However, for a firm to seek competitive advantage through causal ambiguity, every firm in the
competitive environment must be equally ambiguous about the source of competitive advantage because
otherwise, it could be subject to imitation.
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A firm's resource arising out of a complex social phenomenon may be very difficult to imitate by a
competitor. Quoting (Barney 1986b), (Hambrick, 1987), (Porter, 1980), (Klein, Crawford & Alchian,
1978) and (Klein & Lefler, 1981) Barney, 1991 argues that social complexities may arise from the
interpersonal relations among managers in a firm, a firm's culture, a firm's reputation among suppliers
and customers. Although the connection between social complexity and competitive advantage may be
obvious, replicating the social setup exactly may be harder.
Building on the resources-based view theory, other researchers have proposed slightly different
definitions and categorization of valuable resources.
For example, Collis & Montgomery, 1995, argue that a resource qualifies as valuable when (Collis &
Montgomery, 1995):
- The resource contributes to the production of something customers want at a price they are
willing to pay
- It is hard to imitate due to,
o Physical uniqueness
o Path dependency
o Causal ambiguity or
o Economic deterrence
- It depreciates slowly
- Its value is controlled by your firm - not employees, suppliers, or customers
- It cannot be easily substituted and
- It is better than competitors' similar resources
To maintain its competitive advantage, a firm has to continually invest in these strategic valuable
resources and also upgrade these resources to avoid inevitable decay (Collis & Montgomery, 1995).
Collis & Montgomery, 1995 categorize firm resources as tangible assets, intangible assets and
organizational capabilities. Tangible assets frequently appear on company balance sheets. These include
real estate, production facilities and raw materials among others. Although tangible assets are essential for
a firm's strategy, with some exceptions, they are generally not sources of competitive advantage (Hax,
n.d.) since these are subject to imitability. A specific example of a tangible asset is the wired
infrastructure leading into homes owned by telephone companies and cable companies. This wired
infrastructure can potentially provide the telephone and cable companies an opportunity to offer new
-26-
multimedia services (Collis & Montgomery, 1995) in addition to the services they were already
providing.
Intangible assets include such things as brand name, firm reputation, cultures, intellectual property
such as trademarks and patents, technological knowledge and accumulated learning and experience (Hax,
n.d.). Specific examples of intangible assets include Walt Disney's brand name, and the know-how that
Sharp possesses in flat panel technology (Collis & Montgomery, 1995).
Organizational capabilities are embedded in the firm's routines, processes, and culture (Collis &
Montgomery, 1995); they are complex combination of assets, people and processes that organizations use
to transform inputs into outputs (Hax, n.d.). Examples of capabilities are skills that the Japanese
automobile companies have developed- low cost, lean manufacturing, high quality and fast product
development which are embedded within the firm in processes, culture and organization. Capabilities can
be compared to the core competence theory put forth by Prahalad and Hammel.
Some researchers have used the term capabilities differently. For example Grant considers Human
resources (R. M Grant, 2005), Tangible resources and Intangible Resources together forming
Organizational Capabilities. Capabilities in other literature most notably Collis and Montgomery maps to
"Human Resources" in Grant's terminology. Grant considers the human resources as comprising of
"Skills/know-how", "capacity for communication and collaboration" and "motivation" (R. M Grant,
2005). Grant, 2005 defines organizational capabilities as the firm's capacity to undertake a particular
productive activity.
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TANGIBLE INTANGIBLE HUMAN
*Financial 'Technology +Skills/know-how
*Physical 'Reputation +Capacity for
'Culture communication
and collaboration
-Motivation
Figure 4 The Links among resources, capabilities, and competitive advantage (R. M Grant, 2005)
Different researchers have classified organizational learning differently. For example, Grant classifies
organizational learning as a capability (Robert M. Grant, 1991) whereas Collis and Montgomery
categorize organizational learning as an intangible asset (Collis & Montgomery, 1995).
3.1 Competitive Advantage and Sustained Competitive Advantage
Barney proposed that a firm is said to have competitive advantage over other competitors when the
value creating strategy the firm is implementing is not being implemented by any current or potential
competitors (Jay Barney, 1991). A firm is said to have Sustained Competitive Advantage over its
competitors when the value creating strategy the firm is implementing is not being implemented by any
other current or potential competitors and when other competitors are unable to replicate the benefits of
this strategy (Jay Barney, 1991). Implicit in this definition of a competitive advantage is the requirement
to deal with new entrants which is comparable to the notion of "Threat of New Entrants" in Porter's five
forces framework. However whereas Porter described "Sustained" as being for a considerable period of
time, Barney views "Sustained" as the inability of competitors to replicate the success of the firm. For
example, United and American Airlines both tried to replicate Southwest Airlines' success in low cost,
point-to-point routes. Although United and American Airlines were able to put in place a no-frills airline
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concept similar to Southwest airlines', they were unable to succeed. Hence, Southwest continued to have
a sustained competitive advantage.
When the definition of sustainability was originally introduced, anything shorter than forever was
considered temporary (Piccoli & Ives, 2005). According to Piccoli and Ives, this definition is harder to
operationalize and there is no guidance to determine how long is "temporary". Other researchers have
interpreted sustainability differently. Piccoli and Ives interpreting multiple researchers' views and quoting
Mata et al, 1995, Barney 1995 and Ross et al. argue that "sustainability is defined as that competitive
advantage that accrues when competitors face significant challenges in acquiring, developing and using
the resources underlying the value creating strategy" (Piccoli & Ives, 2005). 1 use this interpretation of
sustainability.
3.2 Information Technology as a Source of Competitive Advantage
Information Technology as a source of competitive advantage has been in debate recently. Nicholas
Carr asked the provocative question "Does IT Matter?" and argued that although investment in IT is
necessary, it does not provide competitive advantage (Carr, 2004). According to Carr, IT capital
expenditures increased from 5% in 1965 to nearly 50% in the late 1990s and many executives considered
IT investments as a strategic necessity (Carr, 2004). However, Carr argues that IT is evolving like power
and railroads. When electricity was invented, it was a competitive advantage for a firm to have electricity
delivered through wires compared to co-generation of electricity. However, with increase in the
installation of power distribution systems and with electricity's ubiquity, power as a source of competitive
advantage soon vanished. Similar to power being delivered through a pair of wires, Carr contends that IT
is evolving towards becoming a plug-and-play resource and therefore does not qualify as a strategic
resource. The availability of Enterprise Resource Planning (ERP) software packages, incorporation of
business process best practices into these ERP systems and the availability of these IT systems to all
competitors removes any differentiation a firm may seek by using an IT system. Finally, according to
Carr, the availability of IT services on an as-needed basis through web-services and cloud computing has
made IT a commodity rather than a differentiator. The availability of these IT services on an as-needed
basis points to the abundance of the resource and not scarcity of the resource and therefore Carr argues
that the resource is highly mobile. An implicit assumption in Carr's argument is that IT systems are
implemented the same way regardless of firm strategies and therefore confers the same competitive
advantage to all participants.
Although McAfee and Brynjolfsson strongly argue that IT is necessary for competitive advantage and
that the industry leaders consistently invested in IT, they also show that it is increasingly difficult to
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maintain a sustained competitive advantage because of the ease with which IT systems could be imitated
(A. McAfee & Brynjolfsson, 2008). McAfee and Brynjolfsson show a clear linkage between IT
investment and corporate performance; but they also show more churn among rivals in a sector. The
chum, they argue, is caused by the constant battle for competitive advantage using IT as a platform.
Increasingly business processes are being digitized and this provides a competitive platform for firms to
deploy innovations. An example is that of CVS which was able to shorten the wait times for Insurance
approval and therefore improve customer satisfaction by deploying the process change through an
Enterprise IT platform. The Enterprise IT platform not only enforced effective business process without
compromising safety but was also easily replicated to the 4000+ stores in a comparatively short time. In a
non-digitized world, replication and enforcing the business process would have taken more time.
However, they argue that competitors not only replicate these innovations but also add their own
incremental innovation to improve upon the original solution leading to a constant battle for competitive
advantage. "Winners can win big and fast, but not necessarily for very long" (A. McAfee & Brynjolfsson,
2008). This leads to the question of whether IT can provide sustained competitive advantage which is
consistent with what Nicholas Carr calls "Vanishing Advantage". However, McAfee and Brynjolfsson
elaborate on different ways of using digitized processes to gain sustained competitive advantage.
Specifically, they discuss the Innovation possibilities, like data analytics, that an IT-enabled environment
provides, the advantages of standardization and embedding of business process best practices within an
Enterprise IT Platform and finally, the distribution of decision rights to the line managers and employees
allowing them to combine the centralized information with tacit and idiosyncratic local market knowledge
to better serve customer needs.
Ross et al. argue that IT capabilities and not IT applications are a source of sustained competitive
advantage (Ross, Beath, & Goodhue, 1995).
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Technology
Figure 5 IT Strategic Asset (Ross et al., 1995)
Three key resources - competent IT human resources, a reusable IT infrastructure, and a strong IT-
Business Management relationship partnering when combined together can create capabilities and allows
a firm to be both agile and cost effective thus providing sustained competitive advantage (Ross et al.,
1995). Competent IT human resources encompass "strong technical skills, excellent understanding of the
business and IT teams that are empowered to work closely with clients to address business needs" (Ross
et al., 1995). The Technology Asset is comprised of "sharable technical platforms and data bases which
allows for cost-effective operation and support" (Ross et al., 1995). A strong relationship asset is
characterized by shared risks and responsibilities between IT and business unit (Ross et al., 1995).
By itself, the technology asset today is perfectly imitable due to availability of standardized IT
platforms. It can also be argued that IT human resources are a highly mobile resource and by itself could
not confer a firm sustained competitive advantage. What is not transferable and therefore becomes a key
resource is the combined learning that accumulates due to the IT-Business Management partnering
relationship and this mutual trust is reinforced by competent IT workforce that can deliver on top of a
stable IT infrastructure. The relationship asset is strengthened by the ability of both IT and business
management to share the risk and responsibility for the effective application of IT in the firm (Ross et al.,
1995).
Mata et. al. analyze Information Technology in general using the resource based view. The authors
analyze five attributes of IT that have in the past been suggested as possible sources of sustained
competitive advantage in the IT literature; those are customer switching costs, access to capital,
proprietary technology, technical IT skills, and managerial IT skills. Mata et al. acknowledge the presence
of other attributes that could contribute to a resource being valuable through causal ambiguity or social
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complexity. Of the five attributes they analyzed, managerial IT skills encompass many of the social
complexities and causal ambiguity that make a resource perfectly inimitable. These managerial IT skills
are specifically described as (Mata, Fuerst, & J. B Barney, 1995):
1. The ability of IT managers to understand and appreciate the business needs of other functional
managers, suppliers, and customers;
2. The ability to work with these functional managers, suppliers, and customers to develop appropriate IT
applications;
3. The ability to coordinate IT activities in ways that support other functional managers, suppliers, and
customers; and
4. The ability to anticipate the future IT needs of functional managers, suppliers, and customers.
The researchers also argue that Managerial skills are developed over longer time horizons mostly by
"learning by doing" and through relation building. Managerial skills are mostly tacit skills and involve
many small decisions that accumulate over time.
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4.0 Social Media Case Studies
Many researchers have studied Social Media to understand how it confers a firm sustained
competitive advantage. Among the many capabilities that Social Media has been shown to confer are co-
creation (Prahalad & Ramaswamy, 2004), collaboration and innovation (A. McAfee, 2009), better
interactions (Beardsley, Johnson, & Manyika, 2006), relationship building and knowledge management.
In this chapter I look at how Wiki, a type of Social Media, is implemented at different firms and
understand its impact.
4.1 Introduction to Wiki
Wikis are web 2.0, HTML based tools that allow multiple users to create, edit, delete or update
web content collaboratively. The term "Wiki" has its origins in the Hawaiian language and means
"quick". The name points to the ability of Wikis to provide a way for the users to quickly edit and publish
web-content without requiring HTML knowledge and without the use of specialized authoring tools. The
first Wiki was conceptualized by Ward Cunningham when he created the WikiWiki software and hosted
it on his domain C2.com. Different types of Wiki with different feature set are available both from
commercial vendors and from open-source communities. But, at the very least the following capabilities
are commonly available in all major Wiki software (see Appendix A for a list of commonly available
Wiki software):
- Browser based application
- Instant publishing of content
- Add image files and video resulting in rich content
- Link multiple web pages in different ways to create a web site
- Multiple users can view and edit the same page or topic
- Group a set of topics into categories or workspaces
- Tag specific topics or pages by keyword
- Indexing and searchable content
- Versioning of content
- Collaboration area where comments and discussion between users allows them to resolve
differences in opinion during the process of editing
- An easy to use editor that hides many of the HTML complexities for creating and editing web
pages
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Wiki was started for use in creating static web content. However, the ability of Wiki to allow multiple
users to edit the same content in a non-sequential manner resulted in Wiki being used for creating
collaborative content like project status and technical documentation. According to a survey by
Majchrzak et al., Wiki helped organizations by increasing knowledge re-use, by increasing collaboration
efficiency and by increasing work processes (Majchrzak, Wagner, & Yates, 2006). Furthermore, the type
of information captured in Wiki ranged broadly; some of them were operational data capture like vacation
information, resource sharing information, project related information, software development related
information like requirements, setup information, configuration etc., R&D information, and ad-hoc
collaboration like drafts, remote ideas, remote collaboration and brainstorming. One example highlighted
the use of wiki for knowledge build-up of the participating members. In this example, the Professional
Services department used wiki to outline the details of each client implementation and record the project's
progress.
4.2 Wiki Case Studies
In firms, Wiki can be used in two main ways. It can be deployed internally within a firm or it can be
deployed external to a firm. In both cases, Wiki can be used to capture knowledge and facilitate
collaboration. I look at specific case studies of some popular Wiki implementations and understand their
impact.
The Enel North America (ENA) case study is primarily based on Computerworld and Business
Week's assessments of how IT departments have made the Wiki work for them (see (Beth Stackpole,
2008) and (King, 2007)). Additional partial interview transcripts and conference presentation material
were available from Business Week and Traction Software's case study on ENA. Background information
about the company was extracted from these sources and ENA's website.
The case study of Dresdner, Keinwort and Wasserstein was based on a Harvard Business Case Study
by Professor Andrew McAfee (see (Andrew McAfee & Sjoman, 2006)). The case study data was
supplemented with information from Professor Andrew Me Afee's article in Sloan Management Review
(Andrew P. McAfee, 2006) and Business Week's "The Smart Web 50" feature ("Graphic: Pacesetters:
Collaboration," n.d.).
Case study on Intel was primarily based on the earlier mentioned article on Wikis by Computerworld.
Additional background material was supplemented through Intel's website describing the IT
infrastructure and how Intelpedia came about and articles from Intel's web site.
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SAP Developer network case study was primarily based on a case study published by
SocialMediaToday.com (see (Carey, 2007)). Material from the case study was supplemented by
independent study of SAP Developer network by going through the website and reviewing the wikis,
terms and conditions and policies and articles from Computerworld.
Intuit Almanac case study was based primarily on articles in Accounting Today and CPA Technology
Advisor magazine articles and supplemented by independent review of the TaxAlmanac.org website.
4.2.1 Case studies of Wiki deployed internally to a firm
4.2.1.1 Wiki at ENA
About ENA
Enel S.p.A. (Enel) is a global 100 company and one of the largest power utility companies in Europe
with installed capacity of 40,420 MW and production of 80 TWh. Enel also seeks to develop and operate
power generation from renewable resources and in 2005 generated about 19,000 MW of power from
renewable sources such as hydro-electric, wind, geothermal and biomass. Enel North America (ENA) is a
subsidiary of Enel S.p.A. with 77 power plants using renewable energy sources. In 2005, ENA had a
geographically dispersed employee base of about 200 people with only two members in the IT staff.
The Green Energy Business
Green power is a subset of renewable energy and represents those renewable energy resources and
technologies that provide the highest environmental benefit (EPA, n.d.). EPA defines green power as
electricity produced from solar, wind, geothermal, biogas, biomass, and low-impact small hydroelectric
sources. Green energy is made viable by government policies such as Renewable Portfolio Standard
which imposes minimum percentage of renewable energy in the utilities portfolio or through Feed-in
tariffs which is mandatory imposition of long term contracts for purchase of green energy by utility
companies. Renewable energy power plants get the right to produce renewable energy credits (REC) in
addition to the electricity they produce. RECs could be sold separately from the electricity the power
utilities produce to companies seeking green energy credits. Energy and Utility firms hire dedicated
research analysts to follow policies, which could be fragmented across federal, state and local authorities
and could affect their business.
Limited IT Resources
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The use of Wiki was driven mainly by the limited IT availability and the need to frequently update
information which required the IT staff to get involved. Originally, the parent company Enel wanted to
extend its corporate intranet to ENA (Doug Henschen, 2005). However, the content of the intranet was in
Italian. According to Ernest Kayinamura, the Director of information and communication technology, he
wanted something that was quick to setup and allowed users to create, edit and publish without depending
on IT staff.
Wiki Experimentation
ENA's Wiki experiment began with a pilot to capture information related to a database application
development in the IT department. In 2005, ENA used a commercial Social Software package (Wiki)
called Teampage from Traction Software and soon expanded the Wiki to deliver IT information like
training materials, computer and cell phone usage policies and background articles which was previously
delivered by email and intranet to its 260 end users (Beth Stackpole, 2008). The Wiki implementation was
further extended to host HR policies, benefits, company news and a monthly company update from the
CEO. An e-mail digest feature from the Wiki updated everyone when content changed which was not
possible in a traditional intranet site. ENA continued to use the Wiki for project management. One of the
benefits of Wiki for project management says Kayinamura, is the archived context available when a new
member joins the team. ENA also used the Wiki to manage key IT licensing information. To ensure only
authorized IT staff were accessing this sensitive licensing information, ENA used Teampage's page
protection feature.
Wiki Expansion
A business development group which handled due diligence on potential acquisitions wanted a tool to
collaborate between its 30 employees. IT started a pilot project to facilitate information exchange between
ENA and its parent organization. Two workspaces were started - one for ENA specific news information
and the other one for industry wide news information. Instead of using email to disseminate information,
ENA started using wiki to publish news. The email digest feature in the Wiki software alerted users
whenever news was added to the wiki. Other examples of active experimentation were in an
environmental attributes project which would reach beyond the company to energy brokers and utility
companies interested in buying environmental credits (or renewable energy benefits) from the "green"
energy company.
Impact
Kayinamura had this to say about the use of Wiki to disseminate news (King, 2007):
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"We're able to make decisions quicker,"
"The responsefrom business-development managers has been very positive, as this has reduced
the amount of time needed for due diligence to close a deal."
Furthermore, use of Wiki freed-up expensive IT resources allowing them to add value elsewhere.
Kayinamura says that the Wiki Platform "re-energized" corporate communications and empowered the
knowledge-worker.
Success Factors
The language barriers, presumably cultural barriers and different business practices may also have
rendered the existing solution (the intranet) irrelevant making the establishment of a new knowledge
repository necessary. Additionally, Wiki suits a geographically dispersed team when there is no workflow
or a sequence of tasks that have to be executed in order. However, the most important success factor here
is that Kayinamura realized that his limited staff will not be able to service all the employees and moved
to empower users by introducing self-service options.
In the Gilbane Content Management Conference in 2005, Kayinamura presented the following five
tips for a successful implementation:
e Identify 3 P's, Purpose, Plan, People
0 Plan to solve distinct problem first then expand
* Brand the product to suit your organization
e Identify an internal champion
* Provide training to users
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4.2.1.2 Wiki at Dresdner Kleinwort Wasserstein
Dresdner Kleinwort Wasserstein (DrKW), based in Europe but doing business internationally, was
the international investment arm of Dresdner bank providing services to corporate, institutional, and
government clients. DrKW provided capital markets, corporate advisory, risk management, lending as
well as research services focused on equities, derivatives, and money market products ("Dresdner
Kleinwort Limited Company Profile," n.d.). DrKW ceased to exist in 2009 after it was absorbed into
CommerzBank.
Andrew McAfee in a HBR case study describes Wiki adoption at DrKW. In late 2004, DrKW was
faced with a challenge. People were its key asset and knowledge was its competitive advantage and it was
trying different ways to make its employees collaborate and share knowledge (King & Andrew McAfee,
2007). To facilitate this collaboration, DrKW started experimenting with Wiki (Andrew McAfee &
Sjoman, 2006). DrKW chose SocialText as the Wiki application software to implement and had started
with few installations for only its IT employees to try out. Ms. Myrto Lazopoulou, the head of the User
Centered Design for the bank, was evaluating one of these Wikis and was pleasantly surprised to find that
Wikis were versatile, powerful and popular.
Experimentation of Wiki
Ms. Lozopoulou participated in many of the trials and gathered feedback from users. She noticed that
different sections of the same Wiki were being used for different purposes. These different purposes
included refining a document, recording conversations and documenting for reference. Additionally, she
found that Wiki was able to capture wide range of information like discussions from "weekly
management information, marketing ideas, budgeting, business idea development, presentation material,
requirement gathering for new projects, and project status and tracking" (Andrew McAfee & Sjoman,
2006).
The use of Wikis grew quickly but what surprised Ms. Lazopoulou was Wiki's popularity despite
some shortcomings in the application's user friendliness. The Socialtext Wiki did not support
WYSIWYG3 concept. For example, users had to use special codes to indicate bold text or italicize text.
She was concerned that non-technical users would find it hard to use. Ms. Lazopoulou facilitated Wiki's
adoption by creating self help printed documents like Frequently Asked Questions and User Manual
which were also published on the Wiki. However, the question lingered whether the Wiki would be
popular with non-technical staff who would not be thrilled to learn a new tool.
3 An Acronym for "What You See Is What You Get"
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While evaluating Wiki for use in publishing a training schedule, Ms. Lazopoulou saw another
potential challenge. The Wiki was wide open for anyone to change and even though restrictions could be
enforced, doing so would defeat the purpose of Wiki. However, the reasoning came from the person who
was in charge of making changes to the training schedule. First of all the IT trainer reasoned, there was no
reason for someone to deface or post inaccurate information on the Wiki. Secondly, since Wiki contained
versioning information, even if someone changed the content, she could easily change it back. Instead of
having too much command and control, the IT person proposed it best to trust people to do the right thing
and rely on Wiki features to revert back when needed.
Implementation of DrKWikipedia
DrKW deployed a Wiki firm-wide calling it DrKWikipedia. It was used by about 1,500 employees to
create, edit, comment, and revise projects in real time (Hof, 2005).Although, the Wiki application was not
perfect for their use, the then CIO, JP Rangaswami, decided to go forward with implementing Wiki
knowing that they could work with SocialText, the company whose Wiki software would be used, to
improve the software by creating a WYSIWYG editor and enhancing security features.
Ms. Lozopulou explained as such:
"We already had a wiki that was heavily used by IT, but we wanted to bring business people on board
to enhance collaboration and communication between IT and the business. We wanted a platform for
both groups, not something that's used just by IT."
Impact
The impact of deploying a firm-wide wiki was the ability to share knowledge and increase
productivity of the employees. E-mail volume declined 75%, meeting times were slashed in half and team
members were more productive (Hof, 2005).
More importantly, the firm was able to create a culture of collaboration between geographically
dispersed employees. It also created a common platform for sharing knowledge between IT and Business
and empowered the employees or the knowledge worker to collaborate and make decisions co-operatively
but independently.
Success Factors
Andrew McAfee argues that DrKW's culture was a fertile ground for cultivating new ways to
collaborate. DrKW, in 2005, was voted by its employees as the best global finance companies to work for
and the company's managers constantly strive to build a robust community and gain the trust of the
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workforce (Andrew P. McAfee, 2006). Additionally, the decision to go with a single implementation of
Wiki was probably best for fostering a collaborative environment. Professor Andrew McAfee noted that
although Wiki grew over time, number of contributors was still lagging number of users (Andrew P.
McAfee, 2006).
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4.2.1.3 Wiki at Intel
About Intel
Intel Corporation designs, manufactures and sells integrated circuits (IC) for computer and
communication equipment worldwide. Intel offers microprocessors that power many of the laptops,
netbook, servers and super computers (Capital IQ, n.d.). It also provides system-on-chip that integrates it
core processor functionality with audio and graphics processors. Intel also creates chipsets that manage
the interface between computer other input/output devices such as keyboards, mice, CD/DVD etc. In
addition, Intel offers flash memory products used for portable storage and consumer devices like portable
hard disk, digital cameras etc. Intel's main customers are other systems designers that integrate the
processor into consumer and commercial products like the personal computers, servers, laptops and other
industrial manufacturers.
IT@Intel
Intel's IT department in 2005 was 9,500 people strong and supported an employee base of nearly
100,000. One of the goals established in 2005 was to improve productivity of Intel employees and give
back 20% of the time or about I day per week back to the employee by 2008 (Intel, n.d.). Intel deployed
standard platforms, virtual meeting environments, and conferencing capabilities for voice, video, and data
(Intel, n.d.), and implemented new communication channels to support collaboration, knowledge sharing,
and community development. IT's goal during the year had been to increase communication between
senior leaders and employees. IT was able to achieve more than 50,000 unique blog users and published
more than 500 comments. Additionally it had signed up 15 senior leaders for blogging and seven of them
were already blogging.
Wiki origin at Intel
Although other types of Social Media like Blogs and Instant Messaging were already present in Intel,
Wiki at intel was started in late 2005 by an IT person based on an idea from a blog entry (Vara, 2007). In
the comments following the blog post, many people lamented about how long it may take to get that
implemented. John Bancroft, an IT employee, saw the post and being an IT employee, he was able to put
together the necessary storage and computing infrastructure to start Intelpedia, the Intel Wiki. He initially
used it to keep track of project and other information that needed to be shared amongst IT users. Although
some people did not like their content being edited by others, Intelpedia took off and had amassed 5,000
pages of content and generated 13.5 million page views in little more than a year (King, 2007). According
to a discussion with Josh Banckroft at Wikimania, there were only two rules; one, entries must not violate
corporate policies and second, entries must be useful to at least one other person (King, 2007).
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Wiki use at Intel
According to a blog entry posted on Intel's blog, Intel Communities, Intelpedia was being used "to
provide a complete and accurate Intel encyclopedia with everything from lists of Intel acronyms to
presentation skills tips to product information. Individual groups within Intel also use wikis for project
collaboration" (Foster, 2006). In two years, it had been accessed 27 million times and was edited 100,000
times and according to Josh Bancroft it had achieved critical mass (Vara, 2007).
According to the 2007 IT@Intel report (Intel, n.d.):
"The integration of social media makes Intel a moreflexible and collaborative company. Social
media helps improve internal communication, reduce bureaucracy, andfoster innovation at Intel."
The economic downturn in 2008 further focused the attention on Social Media. From the 2008
IT@Intel performance report (Intel, n.d.):
"In economic downturns, companies turn to their IT organizations to help boost employee
productivity. Faced with a dispersed, worldwide workforce and increasing demands on Intel employees to
stay connected to each other and to customers, we've placed collaboration and enterprise social media
capabilities on our roadmap for 2009."
Policies
Wiki started at Intel as a grassroots movement with only two rules listed earlier and was actively
promoted by Intel IT. In mid-2009, Intel issued social media guidelines to employees using Social Media
both on and off intel.com. Among the guidelines are social media moderation and engagement guidelines.
The following is a summary of the categories in the engagement guidelines:
- Be transparent.
- Be judicious.
- Write what you know.
- Perception is reality.
- It's a conversation.
- Are you adding value?
- What you write is ultimately your responsibility.
- Create some excitement.
- Be a Leader.
- If it gives you pause, pause.
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The IT unit of Intel had setup training programs for potential bloggers, wiki editors or anybody who
wanted to use social media. The following were some of the training programs:
Impact
In 2009, Intel started expanding the social computing platform to combine professional networking
tools with social media like Wikis and blogs with the goal of transforming collaboration across Intel by
helping employees find relevant information and expertise more quickly. According to IT@Intel
performance report for 2009, since launching this platform in March 2009, more than 800 communities
had formed. The report further reported that "within the first three months, 53 percent of business teams
that had formed communities found improvements in global team collaboration, and 38 percent reported
the ability to get information more quickly."More than 11,000 employees had posted content and Intel
had expanded its communities to the outside world to collaborate and innovate with customers,
developers, and technology enthusiasts. IT professionals from the outside world could specifically
interact with Intel IT experts through a community called Open Port IT Community Zone.
Success Factors
Although Social Media tools other than Wiki were already being used at Intel, Wiki at Intel started
more as a grassroots movement. Wiki grew organically with just common sense rules which were clearly
articulated and easy to follow. An innovating firm needs connections to different parts of the firm and
Social Media facilitated that connection. Social Media was later pushed through by IT as management
realized the benefits of collaboration and realized the necessity of connecting a global workforce for
improving productivity.
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4.2.2 Case studies of Wiki deployed externally to a firm
Although the use of Wiki internally could be argued as a type of collective intelligence, use of Wiki
external to an organization is clearly a way to crowd-source or harness collective intelligence. Collective
Intelligence is defined by Thomas Malone, Professor of Management at MIT Sloan, as "groups of
individuals doing things collectively that seem intelligent (Thomas W. Malone, Laubacher, & Dellarocas,
n.d.)."
I study SAP Developer Network, a community network that was able to use Wikis, Blogs and Forums
as a platform to create a valuable SAP support network. I also study Intuit's TaxAlmanac - a Wiki portal
created by Intuit for professional tax preparers to interpret complex US tax laws.
4.2.2.1 SAP Developer Network
SAP AG (SAP) is one of the largest business software products maker and technology services
provider in the world ("2nd UPDATE," 2010) with 2009 revenues topping at $14.0 Billion. SAP's major
software products include Enterprise Resource Planning Software that supports businesses' operations
process in the area of manufacturing, supply chain, human resources, finance etc., SAP Customer
Relationship Management (CRM) software which allows businesses to manage relationships and sales,
SAP Business Objects which allows businesses to create business intelligence from accumulated
information and SAP Crystal Reports a presentation and analysis tool for business intelligence. "In 2002,
SAP was faced with a new challenge. It was no longer content with being the biggest software provider to
businesses. It wished to become an IT Platform company using its own web-based platform solution:
NetWeaver (Carey, 2007)."
NetWeaver platform was SAP's Enterprise Service-Oriented-Architecture based web-platform that
would allow integration of a business' existing IT application infrastructure and allow future IT
applications to integrate seamlessly as the business evolved in keeping with the changing market
conditions. Although SAP was giving away NetWeaver as part of its software solutions, early adopters
were still struggling to realize its full potential because of the lack of technical support resources. To
increase NetWeaver adoption faster, Shai Agassi, SAP's former President of the Product and Technology
Group, thought of a peer-to-peer network supplemented with SAP's own internal resources and partner
resources (John Hagel III, John Seely Brown, & Lang Davison, 2009).
To execute this strategy, SAP created the SAP Developer Network (SDN) - a collection of blogs,
wikis, forums and videos. SAP "seeded" SDN with learning materials created from its own resources
which included case studies, demos and digital learning resources (Carey, 2007). Furthermore, SAP
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appointed a manager to actively promote the "network" to its customers (Carey, 2007). SAP initially
started SDN with discussion forums and then followed it up with employee blogs. The blogs were quickly
opened up for non-employees who now amount to 60% of the active contributors. Active contributors
include consultants, customers and other opinion leaders (Carey, 2007). SAP further expanded its "social
network" by creating and launching Business Process Expert networks (BPX) which targeted business
process management. Less technical, the idea was similar to the creation of the SDN in trying to leverage
knowledge from communities and create a platform for sharing. A key factor in the success of both SDN
and BPX is the contributor recognition program created by SAP. SAP's contributor recognition program
recognizes contributors by awarding points for articles, code post, blog post and wiki contribution. Major
contributors are recognized for their contributions and the accumulated points can be used to trade for a
variety of giveaways including the top prize of SAP's TechEd developers conference. Additionally active
contributors are recognized by having their name published on the SDN website and SAP contributes to
the United Nations Food Programe's Food for Education Initiative (Beth Stackpole, 2008).
SAP created Wikis after carefully choosing the relevant topics and sub-topics. Wikis cover many of
SAP's products today and constitute six topics and hundreds of sub-topics. Points are assigned to each
contributor for each article by SAP and outside moderators who assess the value of the article to the
community. FAQs4 are posted to help user community understand how points are assigned and help them
start contributing.
According to Mark Finnern, chief community evangelist for SAP SDN, prior solutions of forums
were creating lot of fragmentation and repetition. The Wiki has created a structure around the content
making it easy to locate information. Finnern describes it as such (Beth Stackpole, 2008):
"People who had the knowledge were putting out answers that were getting shorter and shorter
because the same questions were asked again and again,"
The impact of SDN has been astounding. In just over 5 years, SDN membership has gone from
340,000 in 2005 to over I million in 2010. Additionally, the total membership of SAP Community
Network as of Nov, 2010 stands at over 2 million according to SAP's website. Wikis are active and
according to Carey, 2007, page views have increased from 20 M in year 2005 to 150 M in 2007. About
60% of the active contributors are not SAP employees (Carey, 2007). In 2007, 4000 posts occurred every
day and the number of unique monthly visitors increased from 220,000 to 550,000 between 2005 and
4 FAQs stand for Frequently Asked Questions - a common way to create self-help documentation.
5 Innovation is commonly defined as a new way of doing the same old thing or a new use for an existing
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April 2007 (Carey, 2007). Member satisfaction on a scale of 1 to 5 was rated at 4.11 in 2005 to 2.24 in
Feb 2007 (Carey, 2007).
The success of SDN has encouraged SAP to create other community networks like University
Alliances and SAP EcoHub. Previously, SAP used to engage the teaching faculty at Universities. By
creating the University Alliances, it is able to reach students directly (Chris Kanaracus, 2009) . This new
community network allows SAP to leverage the captured students to potentially address a shortage of
skills that SAP had estimated to be at 50,000 worldwide. Similarly, SAP EcoHub is a community network
where SAP's partners and independent service providers and consultant can contribute and therefore seek
to present solutions to SAP's customers. By creating EcoHub, SAP is providing a ready resource that lists
all the service providers and a platform to assess the capabilities of the service provider.
Impact
SAP was able to commercialize a portion of the social media platform by creating a Premium access
zone which featured conference video downloads and conference presentations for additional fee.
According to Mark Yolton, Vice President, SAP Community Networks, SDN and BPX networks have
shifted the view of SAP as being open and collaborative rather than rigid, monolithic and overly process-
oriented (Carey, 2007). By any measures the impact has been the convenient availability of solutions and
training to its end consumers, increasing the adoption rate of its product NetWeaver, increasing the
ecosystem of its users/partners/vendors, increasing the accessibility to this ecosystem for future marketing
and finally enhancing its image in the community.
Success Factors
The main success factor in ensuring faster dissemination of NetWeaver was the centralized
information repository and the supporting activities to promote NetWeaver. The centralized information
repository, SDN, consisted of wiki, blogs and training materials which allowed developers and architects
to access all material related to NetWeaver in one place. SAP also actively marketed the product
NetWeaver by giving the license for the product free with its core ERP and CRM products. This free
product distribution reduces the barriers for developers and architect to experiment allowing faster
understanding of the product and therefore deployment across different organizations. Additionally, SAP
took the next step in bringing in vendors and partners to provide an integrated view of the SAP ERP and
CRM system. Issues related to specific vendor implementation and different configurations could be
resolved by bringing in the partners and vendors to the same network. SAP also brought in value added
resellers and service implementers which ensured that SDN became a one-stop-shop for products from
SAP. The rich ecosystem of user, customers, support, vendors and partners allowed SAP to offer SDN as
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a strong resource for business managers, developers, architect, vendors and partners and value added
resellers.
SAP invested considerable resources to create and release the initial training materials, wikis and
blogs. As was mentioned before, SAP contributes about 40% of the resource materials in the platform.
SAP actively encourages its employees and partners to contribute to SDN thus ensuring that the value to
the user continues to be relevant.
However, the major success was in utilizing the free resources in terms of crowd-sourcing. Opening
up the SDN for users to collaborate and interact with each other ensured that specific experiences with
certain configurations of system were documented and easily searchable and therefore shareable. It also
allowed SAP to offer solutions to users faster that it could have done if it were to act alone with its
vendors and partners. SAP cultivated this culture by creating a recognition program which created one of
the many motivations for participants.
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4.2.2.2 Intuit Almanac
About Intuit
Intuit is a leading provider of financial and accounting solutions for small and medium enterprises,
consumers, accounting professionals and financial institutions. Intuit's branded products include
QuickBooks for consumers and small businesses, TurboTax for consumers and small businesses and
Lacerte and ProSeries for professional tax preparers. Year 2009 revenues were at $3.46 Billion ("INTU
Key Statistics Intuit Inc. Stock," n.d.).
Intuit is known to be obsessed about its customers and employs various ways to study them. For
example, Intuit started the "Follow me home" program. Employees of Intuit would wait at stores for
someone to buy the software product and ask the buyer permission to follow and observe. The employee
would watch the person opening the box, installing the product and using the product, observing all the
time and making notes of how difficult the product is to use starting from opening the shrink wrap to
using the software product (Michael S. Hopkins, n.d.). The QuickBooks division of Intuit sent more than
500 employees to customers' home to observe how customers use its products. Here is one example of a
"Follow Me Home" (Kirkpatrick, 2005):
Rick Jensen, who heads product development in Intuit's tax product group, recalls one light-bulb
experience at a customer's home: "She got a screen about charitable donations, which asked if they were
'cash' or 'noncash.' She said, 'I wrote a check, so it must be noncash."' Afterward, Intuit changed that
language.
With advances in technology Intuit has been able to take advantage by employing different electronic
data capture and analysis tools to study customers.
TaxAlmanac
Tax and accounting professionals have a need to research tax and other laws. With the advent of
internet there is more demand from researchers for such resources to be online and to be easily searchable
through tools like Google search (Alexandra DeFelice, 2009). According to Alexandra Deflice from
Accounting Today, many of the firms supporting these databases are moving from digital format to online
and from individual databases to allowing integrated search of multiple databases. For example, CCH
created Intelliconnect which improved over its previous offering, Tax Research Network, by allowing
search through multiple subscribed databases (Alexandra DeFelice, 2009). Although there are benefits of
paper documents and other digital content like CD, DVDs and custom databases, for smaller firms filing
paper documents generally means additional employees.
-48 -
In 2005, Intuit created a Wiki called TaxAlmanac, a non-revenue generating site, to allow its small
tax and accounting professional customers to interact with each other so they can collaborate on tax laws
(Alexandra DeFelice, 2009). Intuit seeded TaxAlamanc with IRS code, Treasury regulations and topical
areas and invited tax and accounting professionals from the community to register and edit the site.
TaxAlmanac hosts articles contributed by registered users, discussion forums, research resources and
event listing while also allowing members to subscribe, via email and RSS, to changes in the content.
Discussion categories include "Tax Questions", "Accounting Questions" "Tax Tips" and "Tax Almanac
Feedback" to name a few. Within each category, multiple topics of interest are listed. Additionally, a
search feature, which is standard in many of the Wiki implementation, allows them to search the whole
site for relevant articles and discussions. As of Nov 26, 2010, the "Tax Questions" category had more
than 24,000 discussions. On the main page of TaxAlmanac, overview and a Quick Start Guide links
introduces the website, clarifies how to use the website and the policies governing the website.
Only 58% of TaxAlmanac users are Intuit's customers. A core group of 11 people administer and
police the Wiki cleaning spam and enforcing laws. A "Frequently Asked Question" topic clarifies the dos
and the don'ts on Wiki and a discussion category "TaxAlmanac Feedback" is used to solicit feedback
from the community and keep the community involved in evolving the website.
Intuit's Tony Joplin, describes their purpose as such ("TaxAlmanac.org Offers Interactive Online
Resource.," 2005):
"Our goal is to transform tax research and to improve the effectiveness of tax professionals
everywhere,"
TaxAlmanac leverages the collective intelligence of tax and accounting community which includes
professional practitioners and academicians to create, edit and update research articles related to complex
tax laws. TaxAlmanac provides members a platform to interact and discuss tax and accounting topics of
interest with each other. The advantages of TaxAlmanac for the professionals are:
- One place for everything related to Tax laws
- Free expertise through interaction with other professionals
- Easy to use Wiki
- Easy to lookup compared to paper copies of documents
- Learn something new or refresh knowledge from looking up website articles
- Observe trends that will be coming based on current questions
- Allow tax preparers to ask questions without revealing their identity
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Objection
CCH president while comparing TaxAlmanac to Wikipedia says (Alexandra DeFelice, 2009):
"The challenge we have with things like Wikipedia is anyone can contribute to it and validating the
[statements] of the author is not an easy task," says CCH President Mike Sabbatis. "It doesn't mean it
can't work. It means you have to vet out your resources. There's an opportunity for a Wikipedia-like
network as long as we make sure they have it from a trusted source."
Thomson, another provider of online resources for Tax and Accounting professionals, echoes the
thoughts and is concerned about the quality of postings and the veracity of the professionals who
contribute. Kevin Houston, owner of the three-person Arden N.C.-based Blue Ridge Tax Advisors and a
top poster and a member of the "Patrol Committee" that deletes spam and enforces laws, counters that
argument with the following explanation. Within five minutes of posting inaccurate information, someone
with better information will post and let people know that the other post is incomplete and what other
information they need to consider (Alexandra DeFelice, 2009). He also argues that answers to questions
are constantly refined and if you have been on the website long enough, you will know which contributors
you can depend on and which ones you cannot.
Impact
Since its creation in 2005, TaxAlmanac has grown to 8,653 articles with 10,000 registered users in
2006 (O'Bannon, 2006) and continued to grow to 69,717 articles with 42,394 registered users as of Nov
2010 ("TaxAlmanac - A free online tax research resource and community - Statistics," n.d.).
TaxAlmanac has received Innovation Award instituted by the periodical CPA Technology Advisor
and the "The Web Smart 50" award instituted by BusinessWeek (McDaniel, 2006). Brian Andrews,
Director Product Management, Intuit Professional Tax said this in response to the Innovation award:
"We created TaxAlmanac just over one year ago in response to tax professionals who were unhappy
with existing solutions. More than 150,000 users have visited the site, and the feedback has been
phenomenal. Innovation has been the foundation of success at Intuit, and it is very rewarding to have our
innovation recognized with this award."
Other success metrics include examples of how an accountant member was able to get the first
answer to a question he posted on TaxAlmanac within two minutes and the correct answer to the same
question in six minutes all, while he was still on telephone, on hold, waiting for an answer from the IRS
to that same question (McDaniel, 2006). Although TaxAlmanac started out with tax and accounting focus,
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there are many other discussions on related topics like how to run a business (McDaniel, 2006). New sub-
communities have formed and new topics have been created to support the growing interests of its
members.
For Intuit, the success of TaxAlmanac means that it is able to harness collective intelligence in the
form of free expertise. It also increased its presence in the tax and accounting professional community
which can help in building its reputation. One of the items in the Policies of use clearly prohibited blatant
advertising of products and services (see Appendix D). By clearly articulating policies and ensuring
quality interactions within the community through exclusion of end consumers and through professional
membership, Intuit was able to gain the trust of the community. This trust positions Intuit to possibly
offer solutions to the customers and cross-sell some of its products to its customers at almost zero-cost
(Cook, 2008). By having visibility to the conversations in the community, Intuit gains valuable insights
into the thinking and needs of professional community. Intuit can stand to gain by utilizing these insights
for better product placement or creating new revenue generating products. Additionally, TaxAlmanac
serves as a ready platform for relationship building at a much lower cost compared to other means of
market engagement.
Intuit tried a similar concept to use collective intelligence to rate local businesses. The business called
Zipingo was a failure mainly because according to Cook, it failed to nurture and encourage early
contributors and got distracted creating its own content (Cook, 2008). But Intuit has learnt from its
mistakes. Intuit has incorporated community contributed support material into some of its core products
like TurboTax which features TurboTax Live Community which according to Cook has been successful
in creating a self-help environment (Cook, 2008).
Success Factors
One of the key success factors for TaxAlmanac was the presence of a clear need for aggregating tax
discussions across the web. Instead of disconnected conversations all over the internet, creating a
dedicated Wiki allowed tax and accounting professionals one place to check for reference. Intuit
understood its customers well that is why it could clearly sense this opportunity. Intuit also understood the
needs of tax and accounting professionals when it accepted to exclude consumer interaction. This
decision allowed TaxAlmanac to remain relevant, allowed the professionals to find information quickly
and ensured that professionals were assured that they were only interacting with other professionals. All
these decisions together contributed to the acceptance of TaxAlmanac by the professional community
making it a success.
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5.0 Discussion
Sources of sustained competitive advantage are the organizational capabilities created by combining
tangible, intangible and human resources. The collective learning in organizing strategically relevant
activities using strategically relevant resources creates organizational capabilities in the firm.
So, what are the different types of capabilities that are created by the use of Social Media, specifically
Wilki? Wiki has been used for knowledge management, for supporting customers, for innovation, for
reputation build-up and for harnessing collective intelligence. In each case, Wiki was used to enhance key
resources of the firm. The key resources in the firm are the knowledge worker or the tacit knowledge of
the employees as was the case in ENA and DrKW, the customer knowledge in Intuit's case and
intellectual property such as the chip design and chip manufacturing process in Intel's case and the ERP
software in SAP's case. Using Wiki was a strategically relevant activity to enhance capabilities in
knowledge management, customer intimacy, sense-and-respond, reputation build-up and innovation.
In the case of ENA and DrKW, Wiki was used to enhance the process of knowledge transfer between
employees. Wiki was used to increase collaboration and knowledge exchange and therefore enhance the
productivity of the knowledge worker or in other words enhance the knowledge resource in the firm.
In the case of Intel, Wiki was used not only for knowledge exchange but also as an innovation'
platform. Allowing diverse cross-functional groups of people to interact on Intel communities creates an
environment for innovation. Innovation is a key necessity for Intel in creating its key intangible resource
-intellectual property like patents. Intel invests heavily in R&D for innovation and probably employs
many other relevant activities to foster innovation. Using Wiki is yet another way to enhance innovation
and by doing so it is enhancing its intellectual property resource.
Social media use by SAP and Intuit can be a "sense-and-respond" platform. Sense-and-respond
allows an organization to become adaptive and respond to customers quickly. Furthermore Haeckel
argues that a sense-and-respond company could invest in a mass customization capability to produce a
high volume of low-cost "snap together" offerings from modular elements in response to unique customer
requests. Haeckel cites examples of large system integrators like Loral, Bechtel, IBM, in their ability to
provide custom solutions to customers needs. It can be argued that sense-and-respond capabilities allowed
SAP to use social media resources such as SAP Developer Network to provide "mass customization"
5 Innovation is commonly defined as a new way of doing the same old thing or a new use for an existing
product
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services for its NetWeaver customers. Mass customizations are in the form of support services provided
by SAP and in the ready support available from system integrators that are part of the virtual community.
Additionally, by using Wiki in creating the SAP Developer Network, SAP enhanced its reputation.
SAP's reputation of course is highly dependent on its ability to provide robust, reliable enterprise class
business applications to different customers. However, in creating SAP Developer network, SAP was able
to enhance its reputation as also an open and collaborative company.
Thomas Malone, Professor at MIT Sloan, describes coordinating as organizing work or assembling
activities for a desired outcome (T. Malone, 2005, p. 130). Wiki by its nature of being participatory
allows many people to collaborate and contribute. When many people collaborate and contribute from
different locations coordination structure becomes a more relevant framework than a command and
control structure. As Thomas Malone in his book Future of Work argues, coordination is a different type
of capability than command and control. Although each is required in different situations, coordination
lends itself to collaborative projects. In using Wiki each firm is further enhancing its coordination and
collaboration capabilities.
Implicit in the resource-based-view of the firm is that the firm needs to continuously invest in its
strategic resources to upgrade them and avoid decay. Consider the case of ENA; its employees needed to
know industry and firm specific news that was required for the due diligence process. Different news was
available to geographically dispersed employees. ENA invested in the key resources, the knowledge
worker, by implementing Wiki for collaboration. Through collaboration, news was accumulated faster.
Combining the knowledge gained through collaboration with other firm-specific resources such as
physical assets or financial assets to make a beneficial decision created capabilities.
Intuit invested in the TaxAlmanac Wiki to enhance its understanding of its customers which when
combined with its intellectual property in its software products could create a much superior product than
the competitors' product. Intuit therefore possesses the distinctive capability of intimately understanding
its customers.
It is these capabilities that can confer a firm competitive advantage. The question remains whether
this competitive advantage is sustainable. Competitors can replicate the Wiki application for a similar
purpose. Competitors can replicate the people resources by hiring them (mobile resources). Similar
knowledge systems can be created that are substitutable. All these actions by competitors can erode the
competitive advantages of these firms. So, how do these firms create sustained competitive advantage?
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Sustained competitive advantage is created when competitors "face significant challenges in
acquiring, developing and using the resources underlying the value creating strategy"(Piccoli & Ives,
2005). Knowledge created through Wiki is the result of a network that has embedded in it the
relationships within the organization. Even if a competitor is able to replicate the Wiki and develop
similar human resources through hiring or investing in them, replicating or moving the whole network
poses significant barriers.
Additionally, the organizational capabilities that are developed from the collective learning in the
organization are highlypath dependent. The decision to invest in Wiki followed by the decision to put
the right type of knowledge in the Wiki, the distinctive way that the organization uses this knowledge in
the Wiki and the distinctive way that the human resources combine this knowledge with other firm-
specific resources are the results of numerous small decisions and can only be arrived at by investing in
these capabilities over long periods of time and by improving the process continuously.
Organizational capabilities so developed are also socially complex. The different interactions
happening through Wiki are social and create different organic relationships in the organization spanning
functional boundaries. For example, Intel's Wiki communities developed through grassroots action and
spanned functional boundaries. DrKW started its Wiki inside IT but soon expanded it for business use
while sharing the same Wiki. Communicating between and involving many people from different
functional divisions who are committed to a common cause creates a socially complex structure which is
not easily replicable.
Organizational capabilities are also causally ambiguous. Although competitors may be able to
recognize Intuit's superior customer interaction abilities, they would be unable to point to one or a finite
number of specific activities that contribute to its ability to understand the customer intimately. These
capabilities are the result of incremental steps taken over many years in segmenting the market and
understanding the needs of specific segments of the market. Some activities like TaxAlmanac and
TurboTax Live Communities may be immediately obvious. However, other activities that may include
combining different sources of information in unique ways may be spread through the organization in the
tacit knowledge its employees possess. It can also be embedded in the process and the culture of the
organization. In such cases, competitors face significant challenges in understanding the specific sources
of competitive advantage.
Although the definition of sustained competitive advantage indicated creating significant barriers to
imitation, it is necessary at this point to emphasize that durability of the capabilities is very important for
sustaining competitive advantage. Firms can create sustained competitive advantage by developing
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distinctive competences or capabilities. As I have described above, Wiki enhances this organizational
capability and therefore creates additional barriers for competitors. However, using Wiki in and of itself is
not the end; it is merely a means. Therefore, it is necessary for a firm to continuously invest in the
underlying resources in many other ways. More importantly, firms need to continuously learn different
ways of using the strategically relevant resources to sustain its competitive advantage.
To understand how firms learn or, more commonly, organizational learning, it is necessary to
understand what an organization means. As eloquently described by Bushe, "organization is found in its
processes of organizing - in the repetitious patterns of how people relate to each other while they work to
gather and interpret information, solve problems, make decisions, manage conflict, and implement change
in their efforts to accomplish the organization's purpose (Bushe, 2009)." Organizational learning takes
place in the relationships that make up the organization and is essentially a social phenomenon (Bushe,
2009). "Organizational learning happens when two or more people inquire into their patterns of
organizing (how they work together) and produce knowledge that leads to a positive change in their
patterns of interaction (Bushe, 2009)."
Organizational learning is embedded in the daily routines and processes of the firm. This means that
when market conditions and regulations change, firms have to assimilate this information and reorganize
quickly to take advantage of the resources it possess and the changing opportunities. Knowledge
assimilation and social interaction can happen through the Wiki. Through training or by doing, employees
can be imparted this changed knowledge. The assimilated knowledge then has to be embedded into the
daily routines and processes of the firm for the organization to exploit the changed conditions. This is the
nature of the learning organization.
By continuously learning and adapting and therefore developing capabilities, firms can create
sustained competitive advantage.
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6.0 Conclusion and Implications
Wiki can be used for collaboration, for knowledge management, for harnessing collective intelligence
and for innovation among other things. Wiki thus used enhances the key resources of the firm and creates
capabilities within the firm. These capabilities are created when firms are able to organize strategically
relevant activities and combine them with firm-specific resources to extract superior value. These
organizational capabilities could be knowledge management capabilities, innovation capabilities,
coordinating capabilities, sense-and-respond capabilities among others. Organizational capabilities are
sources of sustained competitive advantage. Therefore, Wiki by itself does not confer a firm sustained
competitive advantage. However, Wiki can be a means to enhance a firm's capabilities and therefore
confirm a firm competitive advantage.
What must firms do to take advantage of Wiki? To make use of Wiki in creating a sustained
competitive advantage, it is important for a firm to first assess the valuable resources and capabilities it
possesses. The firm needs to then compare the valuable resources and capabilities it possess to the
resources and capabilities it needs to achieve competitive advantage. The gap in these resources and
capabilities then needs to be further explored for enhancement. Resources and capabilities can be
enhanced through multiple means. Some capabilities can be learnt by doing and investing in human
resources. Other capabilities can be acquired through strategic partnership and acquisitions. Each type of
acquisition carries its own risks and rewards and needs to be assessed carefully.
Resources and capabilities that can benefit from knowledge and collaboration capabilities should
consider Wiki and social media as possible ways of enhancing them. Even when choosing to enhance the
knowledge and therefore the learning ability it is important to consider the type of knowledge to store.
Not all types of knowledge (for example tacit knowledge that can only be learned by doing) can be shared
through Wiki; nor will all sharable knowledge be useful. Hansen et al. argue that IT based knowledge
systems work well when there is a need to codify knowledge and when there exists favorable economics
of reuse (Hansen, Nohria, & Tierney, 1999). When the knowledge needs to be personalized, codifying the
knowledge in an IT based knowledge management system like a Wiki may not be most beneficial.
The knowledge-base in the Wiki must be carefully organized to allow collaborating teams to make
the most out of it. In the case of a small firm it may be easier to share knowledge because the content
generated could be more manageable and relevant to a larger group of users. When an organization
grows, sifting through mounds of irrelevant information could not only be unproductive but also
frustrating. On the other hand, innovation is more likely to happen when there is collaboration between
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diverse groups of people. So, the knowledge-base needs to be tailored to the specific needs of the
organization.
Practically, for managers, all this could mean carefully considering what type of knowledge will be
stored in the Wiki, categorizing knowledge around topics that make sense to the collaborating teams,
constantly pruning the Wiki of old irrelevant knowledge and ensuring that the knowledge does not turn
into a data deluge. One way managers can encourage quality and relevant knowledge is by creating social
media policies and guidelines, by providing the necessary training in the use of social media tools to
employees and by rewarding employees through recognition or other means for creating quality content.
The capabilities result from incremental steps taken by managers to perfect the system for best reward-
effort balance. These capabilities are learned only by doing. Once learnt, these should be embedded in the
daily routines and processes of the organization thus creating capabilities that can provide sustained
competitive advantage.
In this thesis, I only explored Wiki as one type of Social Media. Kaplan & Haenlein classify
different types of media based on its soicial presence, media richness, self presentation and self disclosure
(Kaplan & Haenlein, 2010). Comparing different types of social media could provide more insights into
how each could be a source of sustained competitive advantage.
Although there are other means to achieve knowledge sharing, social media could become the
preferred media of choice because of its familiarity to many users from use of social media in their
personal lives. In all likelihood, firms not using social media could be put at a distinctive disadvantage.
What measure of organizational learning, knowledge management, coordinating capabilities and sense
and respond capabilities indicates a pinnacle for sustained competitive advantage is not known, since
there is no way to measure these capabilities and therefore objectively compare the competitive advantage
derived from it. But organizations will experience the lack of capabilities when they face challenges in
expanding to new markets or adapting to changing market conditions. Thus organizations have to
continuously improve upon, learn and develop capabilities that can provide them sustained competitive
advantage.
-58-
7.0 References
2nd UPDATE: SAP's Growth Continues But Misses Forecasts. (2010, October 27). wsj.com. Retrieved
from http://online.wsj.com/article/BT-CO-20101027-712777.html?mod=crnews
Alexandra DeFelice. (2009, April 1). Tax Research Comes in Many Flavors. Accounting Today.
Retrieved November 26, 2010, from http://www.accountingtoday.com/actissues/2009_3/-31077-
I.html?zkPrintable=true
Barney, J. B. (1995). Looking inside for competitive advantage. The Academy ofManagement Executive
(1993-2005), 9(4), 49-61.
Barney, J. (1991). Firm Resources and Sustained Competitive Advantage. Journal of Management, 17(1),
99. doi:Article
Beardsley, S. C., Johnson, B. C., & Manyika, J. M. (2006). Competitive advantage from better
interactions. McKinsey Quarterly, 2, 52.
Beth Stackpole. (2008, November 13). Wikis that work: Four IT departments get it right -
Computerworld. Computerworld. Retrieved November 23, 2010, from
http://www.computerworld.com/s/article/9118878/Wikis that _workFourITdepartmentsget it right
Buchanan, L., & 0 Connell, A. (2006). A brief history of decision making. Harvard Business Review,
84(1), 32.
Bushe, G. R. (2009). Learning from Collective Experience: A Different View of Organizational Learning.
OD Practitioner, 41(3), 19-23.
Capital IQ. (n.d.). INTC Profile I Intel Corporation Stock. Yahoo! Finance. Retrieved November 29,
2010, from http://finance.yahoo.com/q/pr?s=INTC+Profile
Carey, R. F. (2007, April 21). SAP - A Company Transforms Itself Through Social Media.
SocialMedia Today.com. Retrieved from http://www.socialmediatoday.com/ClientFiles/2b461 d74-0b05-
4149-a6fd-332571 81a2c7/sapnetworks.pdf
Carr, N. G. (2004). IT doesn't matter. IEEE Engineering Management Review, 32(1), 24-32.
Chris Kanaracus. (2009, February 23). SAP Revs Up College Recruiting Effort with New Site. CIO.com.
Retrieved November 26, 2010, from
http://www.cio.com/article/481918/SAP 
_RevsUpCollegeRecruiting Effort with NewSite
Collis, D. J., & Montgomery, C. A. (1995). Competing on resources. Harvard Business Review, 73(4),
118-128.
Cook, S. (2008). THE CONTRIBUTION REVOLUTION. (cover story). Harvard Business Review,
86(10), 60-69.
Doug Henschen. (2005, December 5). Analysis: A "Green" Utility Chooses Blogging for Business >>
Intelligent Enterprise: Better Insight for Business Decisions. Intelligent Enterprise. Retrieved November
27, 2010, from http://intelligent-
enterprise.informationweek.com/showArticle.jhtml;jsessionid=GLVJSCQC4 I BABQE 1 GHRSKHWATM
Y32JVN?article1D= 174900837
Dresdner Kleinwort Limited Company Profile. (n.d.). Yahoo! Finance. Retrieved November 25, 2010,
from http://biz.yahoo.com/ic/90/90235.html
Dyer, J. H., & Singh, H. (1998). The Relational View: Cooperative Strategy and Sources of
Interorganizational Competitive Advantage. The Academy ofManagement Review, 23(4), 660-679.
-59-
EPA. (n.d.). Green Power Partnership. EPA. Retrieved December 1, 2010, from
http://www.epa.gov/greenpower/gpmarket/index.htm
Ethan Zuckerman. (2010, August 3). Does Facebook unite us or divide us? CNN.com. Retrieved
November 24, 2010, from http://articles.cnn.com/2010-08-
03/opinion/zuckerman.facebook.global-I facebook-users-service-friends?_s=PM:OPINION
Foster, D. (2006, September 25). Using Wikis for Corporate Collaboration - Intel Software Network
Blogs. Intel Communities. Retrieved November 29, 2010, from http://software.intel.com/en-
us/blogs/2006/09/25/using-wikis-for-corporate-collaboration/
Grant, R. M. (2005). Contemporary strategy analysis. Wiley-Blackwell.
Grant, R. M. (1991). The Resource-Based Theory of Competitive Advantage: Implications for Strategy
Formulation. California Management Review, 33(3), 114-135.
Graphic: Pacesetters: Collaboration. (n.d.). . Retrieved November 28, 2010, from
http://www.businessweek.com/magazine/content/05 47/b3960414.htm
Hansen, M. T., Nohria, N., & Tierney, T. (1999). WHAT'S YOUR STRATEGY FOR MANAGING
KNOWLEDGE? Harvard Business Review, 77(2), 106-116.
Hax, A. (n.d.). 15.902 Strategic Management 1, Fall 2006 1 Lecture Notes. MIT OpenCourse Ware.
Retrieved December 6, 2010, from http://ocw.mit.edu/courses/sloan-school-of-management/15-902-
strategic-management-i-fall-2006/lecture-notes/
Hof, R. D. (2005, November 21). Teamwork, Supercharged. Business Week: Online Magazine. Retrieved
from http://www.businessweek.com/magazine/content/05_47/b3960412.htm
Intel. (n.d.). IT@Intel - Intel IT Performance Reports. Intel. Retrieved November 29, 2010, from
http://www.intel.com/it/apr.htm
Introduction to TaxAlmanac.pdf. (n.d.). . Retrieved from
http://learn.intuit.com/files/pdf/IntroductiontoTaxAlmanac.pdf
INTU Key Statistics I Intuit Inc. Stock. (n.d.). Yahoo! Finance. Retrieved November 26, 2010, from
http://finance.yahoo.com/q/ks?s=INTU+Key+Statistics
John Hagel III, John Seely Brown, & Lang Davison. (2009, April 29). Four Ways to Spur Innovation at
Your Company. Harvard Business Review. Retrieved November 25, 2010, from
http://blogs.hbr.org/bigshift/2009/04/four-ways-to-spur-innovation-a.html
Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of
Social Media. Business Horizons, 53(1), 59-68.
King, R. (2007, March 12). No Rest for the Wiki. Business Week: Technology. Retrieved from
http://www.businessweek.com/technology/content/mar2007/tc20070312_740461 .htm
King, R., & McAfee, A. (2007, March 12). Corporate Wikis - The CEO Guide to Corporate Wikis. An
interview with Andrew McAfee. Business Week. Retrieved November 27, 2010, from
http://www.businessweek.com/mediacenter/podcasts/guide to tech/guidetotech_03 12_07.htm
Kirkpatrick, D. (2005). THROW IT AT THE WALL AND SEE IF IT STICKS. Fortune, 152(12), 142-
150.
Majchrzak, A., Wagner, C., & Yates, D. (2006). Corporate wiki users: results of a survey. In Proceedings
of the 2006 international symposium on Wikis (pp. 99-104).
Malone, T. (2005). The future of work. Designing Ubiquitous Information Environments: Socio-
Technical Issues and Challenges, 17-20.
- 60 -
Malone, T. W., Laubacher, R., & Dellarocas, C. N. (n.d.). Harnessing Crowds: Mapping the Genome of
Collective Intelligence. MIT Sloan Research Paper No. 4 732-09. Retrieved from
http://ssrn.com/abstract=1381502
Mata, F. J., Fuerst, W. L., & Barney, J. B. (1995). Information technology and sustained competitive
advantage: A resource-based analysis. MIS Quarterly, 19(4), 487-505.
McAfee, A. (2009). Enterprise 2.0: new collaborative tools for your organization's toughest challenges.
Harvard Business School Press.
McAfee, A., & Brynjolfsson, E. (2008). Investing in the IT that makes a competitive difference. Harvard
Business Review, 86(7/8), 98-107.
McAfee, A., & Sjoman, A. (2006, January 16). Wikis at Dresdner Kleinwort Wasserstein: (A) - Harvard
Business Review. Harvard Business Publishing. Retrieved November 25, 2010, from
http://hbr.org/product/wikis-at-dresdner-kleinwort-wasserstein-a/an/606074-PDF-ENG
McAfee, A. P. (2006, April 1). Enterprise 2.0: The Dawn of Emergent Collaboration. MIT Sloan
Management Review. Retrieved November 29, 2010, from http://sloanreview.mit.edu/the-
magazine/articles/ 2 006/spring/47306/enterprise-the-dawn-of-emergent-collaboration/l/
McDaniel, M. (2006). TaxAlmanac.org Includes an Up-to-date Version of the Internal Revenue Code,
Treasury Regulations. National Public Accountant, 5(4), 24.
Michael S. Hopkins. (n.d.). Scott Cook, Intuit because he learns, and teaches. Inc.. Retrieved November
30, 2010, from http://www.inc.com/magazine/20040401/25cook.html
O'Bannon, I. M. (2006). 2006 TAX & ACCOUNTING TECHNOLOGY INNOVATION AWARDS.
CPA Technology Advisor, 16(4), 56-60.
O'reilly, T. (2006). Web 2.0 compact definition: Trying again. Read, 2007(December 31).
Piccoli, G., & Ives, B. (2005). IT-dependent strategic initiatives and sustained competitive advantage: A
review and synthesis of the literature. Management Information Systems Quarterly, 29(4), 9.
Porter, M. E. (1979). How Competitive Forces Shape Strategy. Harvard Business Review, 57(2), 137.
Porter, M. E. (1991). Towards a dynamic theory of strategy. Strategic Management Journal, 12(S2), 95-
117. doi:10.1002/smj.4250121008
Prahalad, C. K., & Ramaswamy, V. (2004). Co-creating unique value with customers. Strategy &
Leadership, 32(3), 4-9.
Prahalad, C. K., & Hamel, G. (1990). The Core Competence of the Corporation. Harvard Business
Review, 68(3), 79-91.
Ross, J. W., Beath, C. M., & Goodhue, D. L. (1995). Developing long-term competitiveness through
information technology assets. Working paper (Sloan School of Management); WP 3878-95.
TaxAlmanac - A free online tax research resource and community - Statistics. (n.d.). . Retrieved from
http://www.taxalmanac.org/index.php/Special: Statistics
TaxAlmanac.org Offers Interactive Online Resource. (2005). CPA Technology Advisor, 15(5), 7.
The Official YouTube Blog. (2010, March 17). Oops Pow Surprise...24 hours of video all up in your
eyes! YouTube Blog. Retrieved November 24, 2010, from http://youtube-
global.blogspot.com/2010/03/oops-pow-surprise24-hours-of-video-all.html
Vara, V. (2007, June 18). Wikis at Work. wsj.com. Retrieved from
http://online.wsj.com/article/SB118194629405937232-
search.html?KEYWORDS=wikis+at+work&COLLECTION=wsjie/6month
-61 -
Williamson, D. A. (2010, May 21). Social Network Demographics and Usage. eMarketer. Retrieved
November 30, 2010, from
http://totalaccess.emarketer.com/Reports/iewer.aspx?R=2000644&Ntt=Social+Network+Demographics
+and+Usage&No=2&xsrc-report head sitesearchx&N=0&Ntk=basic
- 62 -
8.0 Appendix
8.1 Appendix A - List of Some Popular Wiki Software
Confluence Atlassian
Sharepoint Wiki Microsoft
MediaWiki Wikimedia Foundation (Open Source)
TWiki Open Source
SocialText SocialText
Teampage Traction Software
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8.2 Appendix B - SAP Developer Network (SDN) and Business Process Experts
(BPX) screenshots
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Figure 6 SAP Developer Network Front Page
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Figure 7 SAP Business Process Expert Community Front Page
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Figure 8 SAP acknowledges the contributors to the community in a post on its web page
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Congratulations to one and all for a job well done! The following is a snippet of the note that I sent to each and everyone one of these Top Contributors
(hopefuly by the time everyone is reading this they all had a chance to read their mail already).
Back in 2003 when I joined SDN, yes it was just SDN back then I had no idea that 5 years later on the 5th anniversary of the
'Clubhouse" at TechEd and in my celebration of my 5th year in the community that I would find myself writing such a mail to recognize
the hard work of so many others! It's been a great 5 years and Iam glad you are able to step into the ranks of Top Contributors of
years past to share this with me!
Many of you might not realize but over the years I have often relied on a group of community members I refer to as the "SDN Advisory Council' its been
an anonymous or better said a secret group of 'Community Influencer's' who have helped to direct and shape the course of SDN and the other
communities over the years. This has always been an informal group of trusted community members and this year I've decided to take the opportunity to
formalize that a bit by inviting each and everyone one of the Top Contributors to a new forum created just for them, they will have that opportunity now
to shape the future of our communities Remember this year is about the power you have!
For those of you attending one of the SAP TechEd events will also be able to find these folks as well as the SAP mentors and many of the SAP TechEd
speakers inside the Community Clubhouse in the Networking Lounge* or you can even use the 'Social Networldnq' tool to search for them ahead of time!
This of course brings up a point of interest do you actually know what levels we have here within the various communities? I don't mean points or
anything I mean the levels of Influence"? Two of these levels are related to a specific point number however the rest are related to strong contributions
and continuously leading by example and showing the way for others in the community.
1. Consumer, someone who visits listens and learns from others in the community.
2. Participant, someone who has been here and now decides to begin to share their knowledge and experience as wet
3. Contributor, this is someone who has taken the time to learn the ins and outs of the community and put forth some effort once they reach a 100
well earned points we consider them to be a 'Contributor' and therefore give them the opportunity to show themselves as well as let us know
who it is they really are via the 'Profiles' - the profiles help the rest of the community get to know, understand add credibility to what it is you
are teling them.
4. Active Contributors, these are the folks who have continue to be active in the community and have reached the yearly milestone of 250 points -
we really start to watch these folks for our 'diamonds in the rough' the folks who we might consider for our level 6 at some point.
5. Top Contributors, the folks I mentioned above really. These are the people who look at once a year specific to each of the categories we offer
and has no real direction relation to points as each area is different and some will be more active than another so we look to what the people are
doing and creating and these are the people who make it to the top of our list for level 6.
6. 'Community Influencer's' this is a very small group, a handful really in each of the communities who we consider through their past actions to be
leaders in the community be it for their specific topics or the community in general these are people that we value their opinions very highly and
we often seek them out for advice and suggestions.
Beyond that SAP has of course the 'SAP mentor' initiative where through strong contribution and showing yourself as being a thought leader you have a
chance to be nominated! We also lookhighly to our level 5 and 6 for potential new SCN moderators, and even as 'Community Reporters'.
C-ak Ce is s an open Innovaion Manager and SAP Evangest.
Please join ne in congratulating each of these great people and give some thought to yourselves for 2008-2009 yea 0
Comment on this webloq
Showing messages 1 through 35 of 35.
Figure 9 SAP acknowledges contributors (continued from previous screenshot image)
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8.3 Appendix C - TaxAlmanac Wiki statistics and screenshot
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8.4 Appendix D - Tax Almanac Policies
Source: ("IntroductiontoTaxAlmanac.pdf," n.d.)
" TaxAlmanac is a robust repository of tax knowledge. It is not a forum for filibusters on the
appropriateness or the legality of the US tax system. Neither is it a threaded discussion for
rhetorical debates.
* You should not post articles that simply advertise particular products (even Intuit products).
TaxAlmanac is not a forum for software and hardware support; though you may mention a
product in passing if the reference strengthens your point regarding the tax law.
* TaxAlmanac discourages articles regarding tax evasion and tax schemes.
* The TaxAlmanac community enforces a "neutral point of view" on all articles. On matters
where there is more than one reasonable position, the TaxAlmanac community encourages
that all positions be included along with the merits of each.
. Articles should fairly represent all views on a subject. All views should be given equal weight
in their standing.
e TaxAlmanac's use and contribution terms (see link below) also expressly prohibits the
posting of any copyrighted material for which the poster does not have specific permission to
publish
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